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100 Per Cent Preston S. Arkwright, past 
Per Year President of the National Elec- 

tric Light Association, in speak- 
ing before the Federal Trade Commission in January 
of this year, presented some figures which emphasize 
the growth in the rural electrification movement. 

After outlining the formation of the Rural Electric 
Service Committee of the National Electric Light 
Association in 1925, Mr. Arkwright said: ‘‘As a result 
of that work, at the beginning of it there were probably 
not over 100,000 farmers in the United States having 
central station service. Today there are approximately 
600,000 farms with electric service, an increase in a 
short period of over 500% in the farms having electric 
service.” 

Thus over a period of five years the growth in farm 
electrification has averaged 100% per year. 

That this record growth is not slacking is evidenced 
by big programs of extension now under way in vari- 
ous sections of the country. 

While nothing has happened in the past few vears 
to alter the assertion a large number of farmers in this 
country can never hope for high line service, there is 
indication on all sides that the program of extending 
central station service to farms is gaining momentum 
over a wide area. 

Many power companies which at first were skeptical 
as to the possibilities of the rural field have recently 
entered upon rural electrification plans with vigor. Is 
it not reasonable to assume that the largest American 
industry will eventually be one of the biggest electrical 


consumers - 
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From the Standpoint of the Utility Commercial 
Manager 


by E. 4. 
Merchandise 


Lakes Division, 


REAT indeed are the oppor- 

tunities that have been 

opened up to the Utility mer- 
chandising man by the increas- 
ingly rapid expansion of rural 
electrification. Not only is he pre- 
sented with a virgin market for 
his wares, a market that is grow- 
ing larger every day, but it is as 
if he were given the chance to 
begin anew his commercial life 
trom the vantage point gained by 
his experiences of the past. 

And, it is to be hoped that he 
will indeed profit by his past ex- 
perience and not repeat in this 
new field the errors of the teeth- 
ing ring period in his urban mer- 
chandising. Errors which, as in 
the case of his failure to first 
sell adequate electric wiring, have 
greatly handicapped the expansion 
of electric service in the home. 
In fact, wiring inadequacy has 
been the bottle-neck which has 
held back the full benefits of elec- 
tric service from a proportion of 
our customers so large that it is 
not pleasant to contemplate, and 
it will be many years before even 
a moderate rectification of this 
mistake will have been made. 


Adequate Wiring Important 


It is important, therefore, that 
power companies making rural ex- 
tensions give particular attention 
to this phase ot the matter. Ade- 
quate wiring is the foundation for 
the full and convenient use, by the 
farmer, of this new sevvant which 
is being made available to him. 

Rural electrification _ presents 
many new problems to the Utility 
Merchandising Department. The- 
oretically, the farmer is pretty 
much the same individual as_ his 
city cousin. His psychological re- 
actions are about the same, his 
likes and dislikes quite similar. 


Practically, however, we find that 
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this similarity- is modified con- 
siderably by the difference in liy- 
ing conditions of the city man and 
the farmer, and by the dissimilar- 
ity in their surroundings and 
economic conditions, 


Farmers Must Be Reached by 
Salesmen Who Understand 
Their Problems 


lectricity has a multiplicity of 
uses on the farm, and many of 
these uses are of a specialized 
nature which require individual 
study. Many problems of a 
technical nature are involved, most 
of which do not appear in con- 
nection with merchandising to the 
domestic customer in the city. 

The iarm electric customer may, 
therefore, be considered as in a 
special class, requiring a_ very 
different type of salesman than is 
usually employed to sell electric 
appliances in the city. 

Power companies selling energy 
to the textile, paper, metallurgical 
and other industries, find it neces- 
sary to employ _ sales-engineers 
who have a thorough knowledge 
of all necessary phases of the 
particular industry with which 
they are concerned. pone sales- 
engineers are prepared to lay be- 
fore the manufacturer whose busi- 
ness they are soliciting, a complete 
report on the electrification of his 
plants. They can tell the manu- 
facturer what his savings will be 
under electrification, what other 
advantages will be gained, such as 
improved product, better working 
conditions, etc., and advise him on 
a particular power or other ap- 
plications. 

It is apparent that the farm cus- 
tomer must be handled along much 
the same line. The salesman 
soliciting his equipment business 
should have a general knowledge 
of farm problems. He should be 
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For over 15 years we have 
specialized in developing 
a farm lighting battery 
that has very few equals. 


Those of our dealers 
who have been handling 
WESTERN CABLE 
BATTERIES know that 
there is nothing on the 
market that can compare 
with them in value and 
service. 


The sediment space is 
large .. . plenty of room 
for deposits. The plates 
are large and are sup- 
ported from the top with 
an unbreakable cover, re- 
enforced on the inside, 
thus insuring against 
breakage. 
Large production of 


plates of different 
kinds for the trade. 


WESTERN CABLE & LIGHT CO. 





Baldwin 
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You Can Sell Western Cable 


Batteries with absolute 





















































conversant with at least the funda- 
mentals of electricity and mechan- 
ics, as he will find it necessary, at 
times, to figure pulley stzes, volt- 
age drop and similar problems. 

He should also, of course, have 
a thorough knowledge of all the 
equipment he is selling, and be 
prepared to advise the farmer on 
the size or type of machine best 
suited to his particular needs. 

“High pressure” sales methods, 
as the term is generally under- 
stood, should not be tolerated, and 
the salesman should not hesitate 
to advise the farmer against the 
purchase of a particular piece of 
equipment, if in his judgment it is 
not needed by the farmer, or is 
unsuited to the job the farmer 
has in mind. 


Select Salesmen From Rural 
Communities 

The farmer is sensitive to any 
air of superiority on the part of 
those with whom he comes in 
contact. For this reason the sales- 
man should preferably be drawn 
from the farms or rural communi- 
ties and have a large measure of 
understanding of and sympathy 
for the farmers’ everyday prob- 
lems and mode of living. To use 
a common expression, he should 
“talk the farmer’s language.” 

Agricultural students also offer 
a very good source of material for 
rural appliance salesmen. Sut 
whatever his previous experience, 
no salesman should be sent out to 
call on rural customers until he 
has been adequately trained for 
the job. 

Some companies, in their anxiety 
to build up the revenue from un- 
profitable rural customers, have 
sent out crews of city salesmen on 
straight commission, with the re- 
sult that great harm was done. In- 
stances have been known where 
salesmen on a straight commission 
have sold the farmer equipment 
not suited to his needs, such as a 
0 H.P. motor where a 5 H.P. 
would have been sufficient. The 
farmer need not have many ex- 
periences of this kind before he 
loses confidence in the Utility 
which is serving him. 

In our contact with the farmer 
we should endeaver to maintain 
all our dealings on a high plane. 
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farmer a square 
deal in all transactions we have 
with him, we will gain his fullest 
confidence, to our mutual benefit. 


By giving the 


The farmer, as a rule, is not 
cognizant of all that electric ser- 
vice means. He probably thinks 
of it only in terms of lighting. It 
is our obligation as well as our 
opportunity to tell him of the 
many other benefits electric service 
can bring to him. This can prob- 
ably best be done of actual de- 
monstration, and the best place 
for a demonstration of farm 
equipment is on a tarm. 

Model farms are being built and 
equipped by many electric service 
companies. Unquestionably these 
are of considerable value in teach- 
ing the farmer the many and 
varied uses of electricity. Un- 
fortunately, it is difficult for all 
farmers to visit such model farms. 
However, neighborhood demon- 
strations to which surrounding 
farmers are invited have proven 
of much value. Here they can see, 
in actual operation, the equipment 
of which they have heard. 

Some companies are successfully 
using demonstration trucks which 
travel about from farm to farm. 
While these trucks can probably 
not be made to pay a merchandis- 
ing profit on the appliances which 
they sell, yet they are a valuable 
aid to extending the use of elec- 
tricity on the farm, and the loss, 
if any, occasioned by their opera- 
tion may well be charged to the 
development of this class of busi- 
ness. 

The Home Service Worker 

Home service workers, specially 
trained for rural work, can be of 
great value in popularizing the 
use of electric service by the 
farmer’s wife. and in teaching 
her to get the most out of the 
wires which enter her home. 

It would be an ideal situation 
if the farmer could be sold, at one 
time, all the equipment and ap- 
pliances which he can economically 
and conveniently use. There are 
few instances, however, where this 
can be done, and the next best 
thing is, of course, to sell him the 
most necessary conveniences first. 

It is probable that the two 
most appreciated services we can 
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give the farmer are those two 
modern conveniences so_ highly 
prized by the city housewife, 
namely—electric lights and run- 
ning water. The other appliances 
can be sold to the farmer as he is 
able to pay for them, and in the 
order of their importance in. the 
particular instance, 


Farmer Interested in Details 


The farmer, like the manufac- 
turer, is interested not only in 
what electricity will do for him, 
but how well it will do the job 
and what the cost will be. The 
cost of operation of electrical 
equipment is of particular interest 
to him. For this reason, meters 
should be installed on all equip- 
ment used at demonstrations and 
the cost of performing each opera- 
tion, such as grinding a given- 
quantity of grain, filling the silo, 
pumping 1,000 gallons of water 
against a given head, should be 
figured out and given to the farm- 
ers as each operation is completed. 

Salesmen should also be sup- 
plied with cost information and 
should be prepared to answer the 
farmer’s questions as to the upkeep 
of the equipment. Actual figures 
from installations known to the 
farmer are of most value, as he 
can verify these if he chooses. 

The farmer, unlike the average 
city man, usually has no regular 
monthly income. Partly for this 
reason, deferred payment plans 
have not been as successful in the 
rural districts as in the cities. The 
farmer has not formed the habit 
of buying his needs on this plan, 
as has the city dweller. There- 
fore, it is easier to persuade the 
farmer to pay cash for his mer- 
chandise, and indeed he frequently 
refuses to deal in any other way. 
Properly secured notes are taken 
by some companies where the 
farmer is temporarily short of 
cash, or if he is able to make 
regular monthly payments, the 
regular deferred payment contract 
can be used whenever it is accept- 
able to the farmer. In anv case, 
the Utility Company should en- 
deavor to offer the farmer the de- 
ferred payment plan most accept- 
able to him 
It goes without saving, that only 
merchandise and equipment of 
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standard quality and made by re- 
liable manufacturers should be 
sold by the Central Station. The 
company should promtty service 
all equipment it sells and at the 
lowest possible cost to the farmer. 
Close contact should be maintained 
with the farm customer by the 
rural salesmen. This contact can 
pe mutually beneficial and in fact, 
probably has more to do with 
successful merchandising to the 
farmer than any other factor. 
Direct mail is one of the best 
advertising media for use with the 
farmer. It has been found that 
where matter of this kind is at- 
tractively written and sent to the 
farmer at regular intervals, he 
will look forward to and read with 
interest each mailing. This matter 
should be bright and newsy and 
should tie-in closely with any de- 
monstration that may be held. In 
everything of this nature sent out 
hy the power company, farming 
should be treated as a_ serious 
business and all flippancy avoided. 













































Success Depends on Confidence 
of Farmer 

In closing, I would say that the 
confidence of the farmer in the 
power company is vital, if we are 
to build up with him a successful 
merchandising business, and ‘to 
obtain this it is necessary that we 
carefully observe the highest busi- 
ness ethics. In this short paper I 
have tried to touch briefly on the 
most important phases of our 
merchandising relationship with 
the farmer. The subject is new 
and opinion is varied on many 
points, but it can safely be said 
that the policy of a square deal to 
the farmer will do more than anv 
other thing to win his confidence 
and build up a profitable merchan- 
dise business for the Utility. 





Babson Takes Over King 
Ventilators: Babson Manufac- 
turing Company of Chicago, Il, 
has just taken over the patent 
and manufacturing rights in the 
King Siphon Ventilating System. 
for farm buildings. To continue 
the development of King ven- 
tilation practice, two members of 
the engineering staff of that 
companv have joined the Bab- 
son Corp. 















Power Company Holds 
Meetings in Wisconsin 
There have been many con 
ventions and rural service meet- 
ings where subjects were dis- 
cussed relative to the methods 
of reaching the farmer and what 
eyuipment should be used on the 
farm. After an analysis as 
made of several meetings of pric 
kind it appeared that the person 
the Utilities and Manufacturers 
were trying to reach has not hzd 
an opportunity to voice his opin- 
ions or react to the subjects dis- 
cussed. It was felt that the ult:- 
mate consumer should have an 
opportunity to offer his sugges- 
tions and present the proble:ns 
he has on his farm, so three 
meetings were planned by the 
Wisconsin Power and Light 
Company for the purpose of 
giving the farmer first hand in- 
formation from speakers closely 
allied with recent developments 
of farm equipment. ~ Meetings 
took place on January 21, 22 

and 23. 

Farmers Address Meeting 

Three farmers were obtained 
in each district to take part in 
the program. Their talks were 
prepared entirely by themselves. 
No solicitation was made by the 
company other than asking the 
farmers to talk and reminding 
them of the dates. The results 
of these talks showed much 
thought and preparation on the 
part of the farmer. 

The total attendance of the 
three meetings was 1240, divided 
up as follows: Fond du_ Lac, 
500; Sheboygan, 300, and Clin- 
tonville, 440. 

An analysis of the three meet- 
ings reveals’ the following 






















































results: 
Number of invitations 

Pe GE so esiicwaces 1,800 
Return cards returned 

by farmers ...........- 530 
Per cent response by 

a EBERT eee 29.4% 


Number of meals served 1,126 
Average reservations per 


ENS thoescbtseuneaeleis 2.1 
Approximate cost of 

three meetings ....... $920.00 
Average cost per family 1.73 


»2 
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Averave cost per person 
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Among the subjects discussed 
were: 

Success with Farm Feed Bills, 
by E. R. Meacham, Wisconsin 
Power and Light Company. 

Practical Home Making Hints, 
by Charlotte E. Clark, Wiscon- 
sin Power and Light Company. 

Water Supply Systems on the 
Farm, by J. P. Schaenzer, Uni- 
versity of Wisconsin. 

Filling the Silo by Electric 
Power, by W. H._ Kuntz, 
Farmer, Merton, Wisconsin. 

Better Results with Farm 
Poultry, by W. D. Hemker, 
Wisconsin Power and_ Light 
Company. 

Many favorable comments 
were received from farmers and 
manufacturer representatives on 
the program. 


Illinois Association to Fea- 
ture Farm Electrification 


At the Illinois State Electric 
Association meeting which will 
be held at Springfield, Il, on 
March 19th and 20th, one entire 
day of the program will be de- 
voted to rural electrification. It 
is the plan of the officers of the 
Association to make the rural 
program an outstanding feature 
of the meeting. Arrangements 
have peen made to obtain promi- 
nent speakers to participate, as 
well as to have the various 
utility companies, electric mant- 
facturers and farm equipment 
manufacturers conduct’ exhibi- 
tions. 

The exhibits will be held in the 
main dining rom of the ‘Leland 
Hotel, and the joint meeting will 
be held at the Elks Club, which 
is one block from the Leland 
Hotel. The registration will be 
largely of utility executives, 
operating managers, merchandis- 
ing managers, and rural service 
men, and, in addition, invitations 
have been sent to several hun- 


dred farmers. The expected 
attendance is 750 utility men and 
500 farmers. For information 


regarding exhibits, communica- 
tions should be addressed to J. 
F. McCarthy, Exhibit Sub-com- 
mittee, Central Illinois Public 
Service Company, wtdennsignae il 
Cameron with Hall Conpents 
Appointment of A. D. Cameron 
as Vice President in Charge of 
Sales is announced by the Hall 
Flectric Heating Company, 1429 
Walnut St., Philadelphia. Mr. 
Cameron was formerly with the 
General Electric Company. 
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Devoted to Merchandising of Electrical 
Equipment in Rural Communities 


Conducted by Robt. J. Fulton 








. 
Successful Selling 
FRIEND of mine who is 
interested in literary lines 
recently wrote a verse, the last 
part of which runs as follows: 
“When a man looks into a mirror 

With expression sour and grim, 
He cannot expect to find a smil- 

ing face, 

Reflected back to him, 

For whatsoever one puts into life 

Will be returned forthwith to 

him.” 

We will never get out of the 
merchandising or selling game 
any more than we put into it. 
rhis old game of selling, for all 
of us are selling something, is 
one of the best examples of 
double entry bookkeeping that 
you can find. 

The man who puts his whole 
heart into his work and works 
every day, and evening, if neces- 
sary, is going to get more out of 
his work than the man who joins 
the salesman’s Rainy Day Club 
and becomes an alibi salesman. 

Chere is another little rhyme 
that fits into the line of thought 
and I believe that we all can get 
something out of it: 

The man 
well 

About the goods he has to sell, 

Will not reap the gleaming 
golden dollars 

Like the man who climbs a tree 
and “hollers.” 

With the keen competition of 
today in the merchandising of 
electric equipment and appliances 
it is our duty to get up in the 
highest tree and holler. You, in 
the electrical business, do not 
have to take vour hat off to any- 





who “hollers” down a 


body or to any other lines 
because the merchandising of 
electrical goods is a _ dignified 
business. You should feel provd 
that vou are selling equipment 
and appilances that help your 
fellow man. You safeguard 
health, save labor and_ back 


years tu 
them to 


add 
and allow 
enjoy pleasures they never 


breaking chores, 


folks’ lives 


dreamed about. You have every 
reason to stick out your thir! 
vest button and be a little chesty 
over it. 

But things may not run along 
any too smoothly for you, ana 
with that in mind I want to give 
you another verse that is full of 
meat: 

There’s only one method of meet- 
ing life's tes 

Just keep on a-working and hope 
for the best. 

Don’t give up the ship and quit 
in dismay, 











"Cause ha ners are thrown 
where you would like <a 
bouquet. 

This world would be_ tiresome, 


we would all get the blues. 
If all the folks in it just held the 
same views. 
So work every minute, show the 
best of your skill, 
Living always this slogan— 
I CAN—I WILL. 


Electromaster Announces 
New Model 


Preduction on the 





new model 


of Electrochef produced by Elec- 
tromaster in Detroit, has been 
started by that company. The 
new model incorporates a num- 
ber of changes, largely of a 
structural character which have 
resulted from the recommenda- 


elec- 
and 


companies, 
laboratories, 
laboratories. 


tions of power 
trical testing 
underwriters’ 


Power Man Honored 


James G. Davidson, President 
of the Nebraska Power Company, 
was named Omaha’s “most dis- 
tinguished citizen” for 1929. He 
was awarded the fourth annual 
citation of community service 
given by the Omaha Post of the 
American Legion on Feb. 12th 
The citation said of Mr. David- 
son: “As a leader in patriotic, 
social, philanthropic and_ civic 
work who seeks rather than 
avoids opportunity to serve his 
city, and by unstinted personal 


efforts inspires those who follow 
his leadership.’ 
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Brand Preference Survey 





This Survey covers five of the more popular electrically 
operated appliances used on electrified farms. Further details 
can be obtained by writing the publishers of this magazine. 











Brooder Survey 


Showing Brands Owned and Brands Desired 
Based on reports from 2080 Readers of “Electricity On The Farm” 


in 46 States and Canada 


Brand Now Owned Plan to Buy 
No. Number Percentage Number Percentage 

] 25 1% 3 4% 
Z 12 1% 21 1% 
3 7 A% 65 3% 

+ 5 4% 

S 4 “A 

6 4 14% 

7 4 “4% 

8 3 ew, 

9 2 AN 

10 2 AN 

11 ! 4% 

12 1 ‘4% 
13 ] 4% , = 
Not specified 28 1% 5 AG 











99 4% 94 4% 


Fotal:soc0.. 0 
SUMMARY BY STATES 

No. of Number No. of Number 

Farms Now Number Farms Now Number 

Investi- Own Plan Investi- Own Plan 

State gated Brooders to Buy State gated Brooders to Buy 
Alabama 9 3 New Jersey 40 2 4 
Arkansas 29 North Dakota 7 1 
California 7 North Carolina 5 i iz 
Canada 2 in New York 215 13 9 
Colorado 8 1 Oklahoma 15 ae 1 
Connecticut 2» I Ohio 88 5 5 
Florida 39 1 1 Oregon 55 6 4 
Delaware 1 ‘ os Pennsylvania 200 8 7 
Georgia 10 om Rhode Island 2 
Idaho 48 2 4 S. Carolina 5 ? 
Iowa 61 3 2 S. Dakota 6 
Indiana 137 4 7 Tennessee 6 
Tilinois 130 5 5 Texas 41 2 4 
Kansas 48 4 Vermont 6 a ‘ 
Kentucky 40 1 Virginia 72 3 4 
Louisiana 20 Washington 48 1 1 
Massachusetts 27 ‘ 1 West Virginia 19 as 3 
Minnesota 54 4 2 Wisconsin 206 14 14 
Maryland 29 si Wyoming 1 
Mississippi 12 2 i 
laine 21 1 - Totals 2,080 99 o4 

Montana 8 os es 
Missouri 12 m= Represented in the above survey are 
Michigan 209 10 11 the following brands: Buckeye, Brower, 
New Mexico 2 oa a Buffalo, Electrohatch, Jamesway, Lyon, 
New Hampshire 15 1 - Miller, Montgomery Ward, Oakes, 
Nebraska 35 ? we Petersime, Smith, Sears Roebuck, 
Nevada 1 ee 
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Refrigerator Survey 


Showing Brands Owned and Brands Desired 


Based on reports from 2080 Readers of “Electricity On The Farm” 


Brand Now Owned Plan to Buy 
Jo. Number Percentage Number Percentage 
4 5 
79 4% 133 7% 
2 65 3% 154 8% 
3 35 2% 44 2% 
rn 6 3% 2 1% 
5 5 3% Z 1% 
6 2 1% 6 3% 

Not specified 45 2% 15 1% 
Totals... 237 12% 356 18% 
SUMMARY BY STATES 

No. of Number No. of Number 
Farms Now Number Farms Now Number 
Investi- Own Re- Plan , Investi- Own Re- Plan 
State gated frigerators to Buy _ State gated frigerators to Buy 
Alabama 9 3 3 Nevada 1 . A 
Arkansas 2 6 3 New Jersey. 40 4 12 
California 7 1 North Carolina 5 1 1 
Canada ‘ oa 1 North Dakota 7 Ry 1 
{ olorado g ot ] a York 215 16 37 
— . mn Jklahoma 15 1 2 
onnecticu 2 10 4 . 6 
Connecticut, == Oho es 6 # 
Delaware 1 1 Oregon , 29 1 1] 
Georgia 10 y 4 Pennsylvania 200 26 34 
ako 48 g = Rhode Island 2 = os 
= 61 £ - S. Carolina 5 1 me 
Indiana 137 8 20 S. Dakota 6 *: - 
Illinois 130 19 13 Tenn. 6 1 -s 
Kansas 48 3 8 Texas 41 1] 12 
Kentucky 40 7 8 Vermont 6 2 2 
Louisiana 20 5 bes Virginia 72 16 8 
Massachusetts 27 4 7 Washington _ 48 6 9 
Minnesota 54 2 8 West Virginia 19 3 1 
Marviand 29 5 6 Wisconsin 206 14 za 
Mississippi 12 5 > Wyoming 1 1 
Maine 21 3 3 -_ ngewe a = 
oll 8 1 5 Totals 2,080 220 343 
Missouri 12 2 3 
a ; 209 1 41 Represented in the above survey are 
uo Mexico | 2 va ea the following brands: Copeland, Frigid- 
lew Hampshire 15 ne we aire, General Electric, Icy Ball, Kel- 
Nebraska 35 1 7 vinator, Servel. 


in 46 States and Canada 














Based on reports from 2080 Readers of “Electricity On The Farm” 


Brand Now Owned Plan to Buy 
Number Number Percentage Number Percentage 
] 195 9% 144 7% 

2 131 6% 1] Y’% 
3 61 3% 21 1% 
4 53 2% KH 2 JO 
5 35 2% ly Oo 
6 ¥¢ 1% : pest 






































Vacuum Cleaner Survey 
Showing Brands Owned and Brands Desired 


in 46 States and Canada 
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Plan to Buy 


No. Number Percentage Number. Percentage 
7 ul 2te 1% 4 4% 
8 2) 1% 13 14 
9 4 2% 20 Me 
10 18 6% 

11 18 aN 

12 17 ey sl 

13 15 / 1- 4% 

14 12 YG vies ane 

15 12 Y% 10 VU% 

160 11 Ad 

17 ] AY l 14% 

18 14 WAN Vee P 

Not specified 133 7% 30 1% 


SUMMARY BY STATES 


No. of Number 

Farms Now Number 

Investi- Own Plan 

State gated Cleaners to Buy 
Alabama 9 1 1 
Arkansas 29 7 2 
California 7 3 — 
Canada 2 an i 
Colorado 8 4 1 
Connecticut 29 18 as 
Florida 39 11 1 
Delaware 1 1 os 
Georgia 10 a 1 
Idaho 48 17 7 
lowa 61 19 8 
Indiana 137 74 20 
Illinois 130 62 14 
Kansas 48 20 6 
Kentucky 40 14 1 
Louisiana 20 3 1 
Massachusetts 27 15 4 
Minnesota 54 16 6 
Maryland 29 15 2 
Mississippi 12 3 2 
Maine 21 8 4 
Montana 8 2 2 
Missouri 12 Me 2 
Michigan 209 97 44 
New Mexico 2 1 ‘ 
New Hampshire 15 5 va 
Nebraska 35 5 6 
1 


Nevada 


No. of Number 

Farms Now Number 

Investi- Own Plan 

State gated Cleaners to Buy 
New Jersey 40 22 5 
North Dakota 7 1 1 
North Carolina 5 2 1 
New York 215 97 31 
Oklahoma 15 7 
Ohio 88 53 1 
Oregon 55 12 6 
Pennsylvania 200 102 28 
Rhode Island 2 Bas 3 
South Carolina 5 1 os 
South Dakota 6 a es 
Tennessee 6 ad 
Texas 41 12 7 
Vermont 6 3 1 
Virginia 72 19 &g 
Washington 48 13 6 
West Virginia 19 5 2 
Wi isconsin 206 63 29 
W yoming 1 1 
Totals 2,080 841 272 


Represented in the above survey are 


the following brands: Airway, Apex, 
Bee Vac, Eureka, Fedeico, General 
Electric Graybar, Hamilton Beach, 
Hoover, Hot Point Premier, Regina, 
Royal, Sweeper Vac, Thor, Torrington, 


Radio Survey 


Showing Brands Owned and Brands Desired 
Based on reports from 2080 Readers of “Electricity On The Farm” 
in 46 States and Canada 


Brand 


Now Owned 


Plan to Buy 


No. Number Percentage Number Percentage 

1 243 12% 95 4% 
Ks 120 6! 28 1¢ 

3 102 5% 20 1% 
4 89 4% 92 4% 
5 oe 2% 2 “4 q 
6 26 1% 3 i % 
ij 20 1% 29 1% 
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Brand Now Owned Plan to Buy 
No. Number Percentage Number Percentage 
8 13 1% 5 “AN 
7] / A 
9 17 1% 6 14% 
- 4 
10 17 1% 4 Y% 
il 22 1% 4 14% 
12 9 14% 
13 7 Ge 
14 10 AX ; 
15 10 Va 2 V4 Te 
16 5 y 4 N oe eee 
17 3 4% l V4 Ic 
18 a 14% 2 4% 
19 3 14 % 
20 2 AG 
21 3 14% _ site 
22 5 14% 8 A% 
2; 4 4% 
24 3 14% 
25 1 1 { c J 
26 1 14 o// a; a ‘ea 
27 + 14% 11 VN 
Not specified 150 7% 20 1% 
Totals... .... 922 44% Sar 16% 
SUMMARY BY STATES 
No. of Number No. of Number 
Farms Now Number Farms Now Number 
: Investi- Own lan 4 Investi- Own Plan 
State gated Radios to Buy State gated Radios to Buy 
Alabama 9 5 2 New York 215 98 35 
Arkansas 29 8 7 Oklahoma 15 7 1 
California 7 3 1 Ohio 88 46 8 
Canada 2 ‘a 1 Oregon 55 23 12 
Colorado 8g 3 he Pennsylvania 200 90 29 
Connecticut 29 17 1 Rhode Island 2 1 _ 
Florida 39 8 14 S. Carolina 5 2 2 
Delaware 1 1 on S. Dakota 6 2 a 
Georgia 10 3 3 Tennessee 6 2 2 
Idaho 48 17 14 Texas 41 17 10 
lowa 61 29 7 Vermont 6 3 3 
Indiana 137 66 16 Virginia 72 27 9 
Illinois 130 62 20 Washington 48 28 8 
\ansas 48 15 9 West Virginia 19 5 4 
Kentucky 40 19 6 Wisconsin 206 97 31 
AAiisiana 20 6 a Wyoming 1 1 * 
Massachusetts 27 17 4 - _ 
Minnesota 54 26 10 Totals 2,080 922 377 
Maryland ; 29 11 3 
Mississippi 12 . 1 Represented in the above survey are 
—. . 8 6 the following brands: Atwater Kent, 
Hiktoeeec 12 6 i Brunswick, Bosch, Bremer Tully. 
ead 209 56 25 Crosley, Day Fan, A. C. Dayton, Ever- 
New Mexico 2 1 I ready, Edison, Fada, Freed Eisemann 
New Hampshire 15 7 1 Freshman, Graybar, Grebe, Kolster, 
Nebraska 35 13 3 Kellogg, Kennedy, Majestic, Mont- 
Nevada 1 = , gomery Ward, Philco, R.C.A., Strom- 
stl et A #0 28 7 berg Carlson, Silvertone, Sonora and 
North Carolina } : oa Federal, Sparton, Stewar Jar 
Reeth tcheene ; ; A ag seat on ewart Warner, 
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Milking Machine Survey 


March, 1930 


Showing Brands Owned and Brands Desired 


Based on reports from 2080 Readers of “Electricity On The Farm” 
in 46 States and Canada 















Brand Now Owned Plan to Buy 
No. Number Percentage Number Percentage 
1 76 4% 107 5% 
2 36 2% 15 1% 
K vg 2% 3 14% 
4 20 1% s 
5 27 2% Z AG 
6 2% ’ 29 2 , } “ 
7 16 1% 8 Y% 
8 is 1% 
9 ? 1 Cc hi 
10 2 4% a ie 
Not specified iZ 1% + 4% 
Totals....... 259 13% 141 7% 


SUMMARY BY STATES 


No. of Number 
Farms Now Number 
Investi- Own Milk- Plan 


State gated ing Mach’s to Buy 
Alabama 9 1 
Arkansas 29 ee 
California 7 1 
Canada 2 1 
Colorado 8 an 
Connecticut 29 13 2 
Florida 39 1 1 
Delaware 1 aS _ 
Georgia 10 sea 2 
Idaho 48 7 8 
Iowa 61 6 7 
Indiana 137 4 9 
Illinois 130 13 5 
Kansas 48 6 2 
Kentucky 40 2 3 
Louisiana 20 i 1 
Massachusetts 27 7 1 
Minnesota 54 6 4 
Maryland 29 1 3 
Mississippi 12 ; 

Maine 21 5 

Montana 8 oe 1 
Missouri 12 1 1 
Michigan 209 25 19 
New Mexico 2 1 
New Hampshire 15 A ws 
Nebraska 35 1 2 





Milking: The Babson Manufac- 
turing Corp., of Chicago, has 
just released two very interest- 
ing pieces of literature. The first, 
the “Surge Service Book,” gives 
some very practical suggestions 
with regard to the use and care 
of electric milking machines. 
“The Surge Milker,” the other 
publication, deals largely with 
the functioning of the Babson 


Interesting Literature on 


No. of Number 
Farms Now Number 
Investi-Own Milk- Plan 


State gated ing Mach’'s to Buy 
Nevada 1 - - 
New Jersey 40 ] 2 


North Carolina 


North Dakota 7 és 2 
New York 215 44 17 
Oklahoma 15 1 1 
Ohio 88 3 § 
Oregon 55 6 4 
Pennsylvania 200 18 14 
Rhode Island pe ee .. 
S. Carolina 5 mi 1 
S. Dakota 6 - 
Tennessee t - 1 
Texas 41 2 3 
Vermont 6 3 . 
Virginia 72 6a 3 
Washington 48 7 7 
West Virginia 1° 1 2 
Wisconsin 2K 62 10 
W yoming ] 

Totals 2,080 253 143 


Represented in the above survey are 
the following brands: Burrell, Burton 
Page, DeLavel, Empire, Ford, Hinman, 
Perfection, Sharpless, Surge, Universal. 





line of milking equipment. 
Copies of this literature may be 
obtained by writing to the com- 
pany direct. 

Electric Water Heaters: A 
four-page folder describing the 
Pemco Duplex Electric Water 
Heaters, manufactured by _ the 
Philadelphia Electric and Manu- 
facturing Company, of Philade’- 
phia, Pa. 
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Mle, tlt, Wn, Ml, Ml, Mn, in, 


NOW READY 


Three New Series 
















Not Connected With 

Any Other Firm 

Using the Name 
“*Universal’’ 


ELECTRIC PLANTS 


+ The Flexifour—144, 3, 4, and 5 KW 
4 The SuperFour—714 and 10 KW 3 
“a The Six Cylinder Series—10, 15, and 20 KW we 


Unprecedented smoothness of operation assured by perfect balance of reciprocat- 
ing and rotating parts. All units carefully balanced. Full pressure lubrication 
throughout. All adjustments and repairs facilitated through great accessibility. 
Available in both marine and standard types. Catalogues upon request. 


UNIVERSAL MOTOR COMPANY 
202 Harrison Street Oshkosh, Wisconsin 


UNIVERSAL 
ELECTRIC PLANTS 














This year... 

let SUNBEAM bring 
you a 

greater profit 


Put the SU re Electric Plant on your 
floor this year. Carry it as a standard 
item. Talk -e your rural customers about 
the tremendous advantages the SUNBEAM 


offers. 





Your farm customers and other rural ; . : 3 

home owners are “electricity wise.”” They py go ge Al — 
realize what electricity means. They are pap Shey automatically pone 
logic al prospects for the SUNBEAM. | heavier loads. 


A little sales effort and the display of a 

SUNBEAM Electric Plant will turn the inquiries of your customers 
and prospective customers into profitable sales—and profitable sales of 
appliances will follow the installation of a Sunbeam. Write for complete 
details. 





Starts, Oils, Regulates and Stops Itself 


SUNBEAM ELECTRIC MANUFACTURING CO. 
Dept. 17, Evansville, Ind. 
Mfrs. of Railroad Lighting Equipment Since 1883 
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Electric Trend Features 
Farmers’ Week Meetings 


In South Dakota, Mlinois, In- 
diana, Ohio and _ Michigan, 
farmers attending the annuai 
mid-winter “short courses” at 
their state colleges found the 
program makers well prepared 
to satisfy their growing interest 
in electric power. Nor were the 
special housekeeping problems 
of their wives overlooked. 

At Michigan State College. 
Prof. H. J. Gallagher, chairman 
of the three-day Rural Elec- 
trification Program featured bs 
that institution, combined _ lec- 
tures with demonstrations, with 
a large variety of electrical ap- 
pliances and motor-driven equip- 
ment effectively displayed around 
the meeting hall on the Lansing 
campus. Detroit Edison Com- 
pany, Consumers Power Com- 
pany, and local manufacturers’ 
representatives and dealers co- 
operated with him in this exhibit, 
much of which was wired up so 
that the visitors could actually 
see it in operation. This feature 
proved such an attraction that 
the college authorities favor a 
larger exhibit for next year, and 
at the rate attendance increased 
over 1929 more space will be 
needed to handle the crowds. 

Three hundred farmers and 
their wives filled the gym annex 
for the annual banquet, which 
last year drew only about sixty 
celebrants of the “high line” 
brand of farm relief. Toastmas- 
ter Gallagher presided over a 
program of speakers, including 
Dr. E. A. White, Director of 
C. R. E. A.; Eugene Holcomb, 
Chairman National Committee 
N. E. L. A.; Walter Carven ot 
the Mason-Dansville  Exper'- 
mental Line; Prof. H. H. Mus- 
selman of M. S. C. Agr. Eng. 
Dept.: Dean J. F. Cox of the 
Agr. Eng. Deot., and H. T Mur 
ray, Electricity on the Farm, 
who reviewed the history of the 
state program and the advz2n- 
tages to be had by all members 
of the farm family from making 
full use of electric service. Doug- 
las Dow of Detroit Edison Co. 
and Floyd Avis of Consumers 
Power Co. then introduced the 
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farm service specialists em- 
ployed by their companies to 
help develop the agricultural 
interests of the state. 

As a fitting climax, the ban- 
quet hall was darkened to im. 
press those present with the 
value of “light that crowds the 
darkness back and _ restablishes 
slavery on a humane basis,” and 
in the circle of a spotlight 
thrown upon his lineman's cos- 
tume, L. C. Moore recited a stir- 
ring tribute to the “singing in 
the wires” which means continu- 
ous service from power company 
to farm. It’s given below: 

“Out along the  tower-line 
tonight you can hear a singing 
in the wires! It’s a new music 
that comes down across the hills 
and fields....out of the night. 

“In the years long gone... .ihc 
Indians ot Michigan—the Chip- 
pewas, the Pottawatomies, the 
Ottawas—listened in the dark- 
ness to the low moans of the 
pines....and it brought them 
messages from the Great Mani- 
tou. Gone are they.... 

“Tonight, where roamed the 
Indian to the North, rushing 
water turns great turbines and 
the giant, Electricity, is born and 
pours mighty energy into his 
copper arteries. Mile on mile it 
travels, from farm to farm— 
feeding into each a part of this 
great waterpower electric sup- 
ply. And as it  travels—steel 
towers hold these vital arteries 
in their outstretched arms. From 
tower to tower the message is 
carried....this strange singing 
in the wires.... 

“It is the Song of Service! 

“Where the Indian listened aad 
heard the psalms of the pines.... 
tonight he must hear the mes- 
sage of Electric Service....the 
story of men on _ duty, all 
through the day and night—and 
women, too, making power 4 
living, vital thing. 

“That's the singing in the 
wires....the story of your power 
company. 

“Cold copper and _ steel, you 
say? No....just go out, some 
night, where the tal! towers 
wind over the Power Trail into 
dark distance....and listen! You, 
too, will hear it.” 
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Blue Ribbon 
Electric Milker 








A Portable Milker Requir- 
ing No Installation 
The “Blue Ribbon’ is a self- 
contained milker, requiring no 
pipe lines or extra equipment of 
any kind. It operates direct 
from the light socket of either 
high line or farm light plant. A 
beavtiful catalog and complete 
information will be sent on re- 

quest. Write us today. 


Electric Products Corporation 
7 Bluff Ave., La Grange, Ill. 

















BROWER’S VIOLET LIGHT 


BROODER 


pat Fah! $8.50 











Brower’s Electrie ‘‘Save-All’’ fully auto- 
matic brooders raise from 10 to 20% more 
chicks. Less attention, labor, time. Many 
exclusive features. Galvanized steel, with 
ashestos-filled, heat-saving lining and 
metal warmth-deflector. Pilot bulb is vio- 
let; heating unit enclosed, guaranteed. 
Special thermometer. Brower’s heat con- 
trol saves current. Shipped complete with 
cord, ready for socket. Order direct, if 
in a_hurry, at these prices. State voltage. 

75 day old chick cap. 8.50 
125 day old chick cap. 

300 day old chick cap. ... 

600 day old chick cap. 

1000 day old chick cap. ...... 

Write for BIG CATALOG 
350 items including Electric Storage 
Brooders, Feed Mixers, Alarms, Foun- 
tain Heaters, Time Switches, 
Elements, Automatic Controls, Oat 
Rnrouters. Ege Testers. and Sprayers. 








BROWER ‘MFG. CO., Dept. 3538, 


Quincy, Ill. a 
DEALERS—Write for proposition. 
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Dealers 
are adding 
to their Profits 


By selling the Universal 
Farm Light Battery, many 
dealers are cashing in on 
the demand created among 
farmers. Seven million 
farmers are reading about 
Universal Batteries in twenty - 
two farm magazines. 


The Universal Farm Light 
Battery is the one on whic 
every dealer can make 
money. 


Write today for new catalog, 
Battery Guide and new price 
list—and we will show you 
how to increase your profits. 


Send for our latest catalog 


No. 75F, and prices. 


UNIVERSAL 


BATTERY COMPANY 
3414 S. LaSalle Street 
CHICAGO, ILL. 


Batteries for Every Purse and Purpose 


Automobile—Radio—Farm Light 
Parts for all makes ef batteries— 


Shop Equipment 
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DIRECTORY 


of Manufacturers of Electrically 
Operated Farm Equipment 











Below are given additional names 
to be added to the listings in the 
February issue. These names were 
inadverently omitted from the 
tabulation. 


AUTOMATIC WATER SYSTEMS 
Delco Light Co., Dayton, Ohio. 
The Duro Co., Dayton, Ohio. 

IRONING MACHINES 


Grinnell Washing Machine Corp., 
nell, Iowa. 


Grin 


And the following is a contin- 
uation of the directory as in- 
augurated in the January issue: 


IRRIGATION 
March Automatic Irigation Co., 
kegon, Mich. 
The Skinner Irrigation Co., Troy, 
Whiteshowers, Inc., Detroit, Mich. 

SEWING MACHINES 

The Fitzgerald Mfg. Co., Torrington, 
Conn. 
— Sewing Machine Co., 


Mus- 


Ohio 


Rockford, 


Gravter Elec. Co., New York City, 


Singer Sewing Machine Co., New York 
City, NN. FZ. 

The Standard Sewing 
of Frederick Osann 
City, , a 

White 
Ohio. 

Wilcox & Gibbs Sewing 
New York City, N. Y. 


TABLE APPLIANCES 

The Armstrong i & Mig. 
Huntington, W 
Beardsley & Woicott “Mig. Co., 

ury, Conn. 
Central Flatiron 
te, M. ¥. 
Cnicago_ Flex. 
Coolee Mfg. Co., 
Dominion Elec’l Mig. Co., 
Minn. 
— Elec. 


Machine Div. 
Co., New York 


Sewing Machine Co., Cleveland, 
Mach. Co., 
Co., 
Water- 
Mig. 


Co., Johnson 


Shaft Co., Chicago, IIl. 
Sandusky. Ohio. 

Minneapolis, 
Appliance Co., Chicago, 
Mfg. Co., 
Mach. Co., 
Mfg. Co., 
Co., 


Frary & Clark, New Britain, 


Eievtrahot Minneapolis, 
Minn. 

Eureka Tool & Newark, 
Torrington, 


York City, 


The ‘Fitzgerald 
Conn. 
Graybar Elec. New 


Landers, 


& Hoverson, Ine,, 
Sandusky, 
Rivers, Wis, 


Lindemann 
Wis. 


A 3, 
Milwaukee, 
The 


Ohio 
Metal 


Made-Rite 
“Ware re Corp., 


Mig. Co., 
Two 


A New Enclosed Motor: Cen- 
tury Electric Company, of St 
Louis, Mo., has recently devel- 
oped a line of totally enclosed, 
fan-cooled motors. It is of squir- 
rel cage induction type, and its 
design effectively prevents the 
entrance of dust and dirt where 
it is present in abnormal quan- 
tities. The motor is completely 
enclosed with ribbed cast iron 
coil guards, and has seals or air 
gaps. 





Universal Mixabeater 
Landers, Frary & Clark, New 
Britain, Conn., have just placed 
on the market their new Univer- 
sal Mixabeater which, as _indi- 
cated by the name, performs 7 
both operations of mixing and 
beating. A double rheostatie 
switch in the motor gives the 
beater of the Mixabeater seven 
speeds, varying from slow te 
fast. A hinge on the supporting 
post permits the raising and 
lowering of the whirling beaters 
in the pan for fast mixing of 
double quantities. The device is 
equipped with two solid nickel 
silver mixing pans. The motor 

operates on a. c. current only. 


The New Universal Mixabeater’ 





